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A DESCRIPTION AND ANALYSIS OF THE MARKETING PRACTICES
OF SELECTED NORTH DAKOTA BARBERSHOPS 
James F .  Volk,  M aster  o f  S c ie n c e
The th e s is  here abs trac ted  was written under the direct ion of 
Dr.  Donald G .  Anderson and approved by Courtney F .  Sch ley  and Oswald  
M .  Hager as members of the examining comm it tee ,  of  which Dr.  Anderson 
was chairman.
This th e s is  d e scr ib e s  and ana ly zes  the marketing p ra c t i ce s  of 
s e le c te d  North Dakota barbershops .  Data was largely  acquired from 
personal  interviews with 64 barbershop ow ners .
M ost  responding barbershops had low gross r e c e i p t s .  Variety of 
s e rv ic e s  of fered ,  s ize  of shop,  lo c a t io n ,  and price were important f a c ­
tors a f fec t ing  gross s a l e s .
P r i c e s ,  shop hours ,  and wages were controlled by three organ iza ­
t i o n s — the North Dakota Barbers A s s o c ia t io n ,  the State Board of  Barber 
Exam iners ,  and lo c a l  unions .  The State Board of  Barber Examiners and 
the lo c a l  unions control led p r i c e s .  Barbers ,  as members of  the A s s o c i a ­
tion and/or  lo c a l  unions controlled shop hours and w a g e s .
Little advert is ing was done by responding b arb e rs .  Toi le t  a r t i c le s  
were not advertised at a l l  and inst itut ional advert is ing was employed to 
promote the s a l e s  of s e r v i c e s .  M o st  respondents determined their ad­
vert is ing  budgets on a h i t -a n d -m is s  b a s i s .  Severa l  used a definite plan 
for making expenditures .
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Having an e s ta b l i s h e d  c l i e n t e le  was an important a s s e t  o f  most 
barbers .  Quality o f  work was the factor  considered most important for 
gaining return patron age . Personali ty  of b a r b e r s , lo c a t io n ,  and good 
service  were a lso  considered important.
This a b s trac t  o f  a th e s is  submitted by James F .  Volk in partial  
fulfi l lment of  the requirements for the Degree  of M aste r  o f  S c i e n c e  in 
the University  of North Dakota is hereby approved by the Committee 
under whom the work has  been done.
Dean of the Graduate School
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This th e s is  represents  an attempt to descr ibe  and analyze  the mar­
ket ing p ra c t i ce s  o f  s e le c t e d  North Dakota barbershops .  The American 
Marketing A sso c ia t io n  def ines marketing as "The performance of b u s in e ss
a c t iv i t i e s  that direct  the flow of goods and s e r v ic e s  from producer to c o n -
,,1sumer or u s e r . "
The scope  o f  the th e s is  was conf ined to the marketing p rac t ice s  
of  barbershops in the s e l e c t e d  North Dakota towns of  B ism arck ,  Grafton,  
Grand F o rk s ,  Hatton, Jamestown,  Larimore, M a y v i l l e ,  Northwood, and 
Portland. Personal interviews were made with a ll  barbershop owners in 
the above towns during March and April,  j 1965 (see  Appendix A for q u e s ­
t ionnaire) .  Two barbershops refused to part ic ipate  in the study.
Approach
The structure of  this study was divided into five major a c t iv i t i e s :  
(1) review of  re la ted l i tera ture ,  part icularly  The Art and S c ie n c e  of  Barber-  
ing by L. Sherman Trusty and the Standardized Textbook of Barbering by
•̂ The Committee on Defin i tions  of the American Marketing  A s s o c i a ­
t ion ,  M a r k e ^ ^  (Chicago: American Marketing A s s o c ia t io n ,
I 9 6 0 ) ,  p.  15 .
I
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The A sso c ia ted  M aste r  Barbers and Beau t ic ian s  of  America ,  (2) compilation 
of data from o f f i c ia l  records of  the North Dakota Barbers A sso c ia t io n  o b ­
tained from Mr.  John J .  T kach ,  Historian o f  the North Dakota Barbers A s s o ­
c ia t io n ,  (3) interviews with s ix ty - fou r  barbershop owners in North D ak o ta ,  
(4) evaluat ion  o f  the data ,  and (5) formulation of f indings and c o n c l u s i o n s .  
The a d d resse s  of  the barbershops were secured from Mr. L. W .
Woehrmann, S e cre tary -T re asu rer ,  o f  the North Dakota Board o f  Barber E x -  
2
aminers .  The quest ionnaire  was p re - te s te d  in Croo k sto n ,  M innesota  on 
March 15 ,  1 9 6 5 .  C hanges  were made in the wording and order o f  cer ta in  
questions  as  they were dif f icult  for the respondents to answ er .  The q u e s ­
tionnaire then was p r e - te s te d  in E a s t  Grand F o rk s ,  M innesota  on March 17 ,  
1 9 6 5 .  This t e s t  was s u c c e s s f u l ,  which deemed it f e a s ib le  to c o l l e c t  the 
rea l  data from the barbershops s e l e c t e d  for the study.
Limitations
There were 378 barbershops in North Dakota during 1 9 6 3 .  The total  
number o f  barbershops in North Dakota for 1964 is not known. This study
I
is b ased  on personal interviews with s ix ty - fou r  barbershop owners during 
the Spring of  1 9 6 5 .  Although the barbers interviewed in the study were not 
randomly s e l e c t e d ,  it is  hoped that they were representat ive  of  the popula­
tion of  North Dakota b a r b e r s .
2
Letter from Mr. L .  W .  Woehrmann, S e cre tary -Treasu rer  of  the 
North Dakota Board of  Barber Exam iners ,  W ahpeton,  North D a k o ta ,  F e b ­
ruary 2 7 ,  1 9 6 5 .
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ORGANIZATION OF STUDY
Chapter II d i s c u s s e s  the history o f  the barber profess ion  and the 
requirements to pract ice  barbering in North Dakota „
Chapter  III is concerned with the annual s a l e s  o f  barbershops ,  and the 
personal income of barbers as compared with employees and proprietors of 
other personal occupations  in North D ak o ta .
Chapter  IV r e la te s  to the ro les  of  the North Dakota Barbers A s s o c i a ­
tion ,  the State  Board of  Barber Exam iners ,  and the Grand Forks lo c a l  bar­
be r 's  union in p r ic e ,  shop hours ,  and wage control .
Chapter  V presents  the advertising  prac t ice s  of  the responding pro­
pr ie tors ,  areas  of advertising co v e re d ,  and methods used by the respondents  
in the determination of  their advert is ing budgets .
Chapter VI is an a n a ly s is  o f  factors  the responding barbershop owners 
be l ieved  to be important in influencing return patronage.
Chapter VII conta ins  a summary and co n c lu s io n s  of  the study.
CHAPTER II
BACKGROUND
History of the Barber P rofess io n*
Although very l i t t le  is  known about the origin of  barbering,  there are 
in e x i s t e n c e  many r e l i c s ,  such as  co m bs ,  c o s m e t ic s  and r a z o r s ,  the latter 
made o f  tempered copper and bronze,  which came from the tombs of  Egypt.  
These  r e l i c s ,  as  well  as many written r e c o rd s ,  re b e a l  that the nobi lity  and 
priesthood were patrons for barber s e r v ic e s  4000 B . C .
About 1 4 5 0 - 1 4 0 0  B . C .  barber s e r v ic e s  became av a i lab le  to the g en­
eral  pu bl ic .  However,  people governed by M o s ia c  law had definite rules  
forbidding them from cutt ing their hair and trimming their beards in im ita­
tion of  others who had adopted the custom .  Many p a s s a g e s  in the Bible 
refer  to the p ra c t i ce s  o f  barbering.
In 334 B . C . ,  Alexander the Great stimulated in terest  in barbering 
when he decreed that so ld iers '  beards must be sh av ed .  This enabled A le x­
ander 's  warriors to grasp an enemy by the beard and throw him to the ground, 
during hand-to -hand combat ,  while they ,  th e m s e lv e s ,  were safeguarded in 
this customary method of f ight ing.
'*'This se c t io n  is  largely taken from the Standardized Textbook of Bar­
b e r in g , (4th ed;  C h icag o :  A sso c ia te d  M aste r  Barbers and Beau t ic ian s  of 
America ,  1 950 ) ,  pp 5 - 9 ,  and L.  Sherman Trusty,  The Art and S c i e n c e  of  Bar­
b e r in g , (Los Angeles:  W oefer  Printing Company, 1 9 5 6 ,  pp 2 6 9 - 2 7 3 .
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Barbering was introduced in Rome about 300 B . C .  There the art b e ­
came further advanced,  and Rome became known for its  fine baths and 
splendid barber s a l o n s .  The barbers became very popular and prosperous,  
as their shops were centers  for daily news and g o s s i p .  All free men could 
be c l e a n - s h a v e n ,  while s la v e s  were forced to wear be a rd s .  It is  from the 
Latin word " b a r b a " ,  meaning " b e a r d " ,  that the word barber is  derived.
In the early  C hris t ian  e r a ,  barbers performed medical  fu n c t io n s .  
P ra c t i ce s  of  th ese  barbers included beard trimming, b lo o d - le t t in g  (used as 
a c u r e - a l l  of  d i s e a s e s ) ,  tooth pulling and cau te r iz ing .  Later on barbers 
administered herbs and other forms of medicat ion ,  and thus became known 
as ba rb e r -su rg e o n s .
There are many accounts  o f  the origin of  the barber p o le .  The most 
re l iab le  is that the pole originated when the pract ice  o f  b lo o d - le t t ing  was 
performed by barb e rs .  It was the custom of the barber-surgeon to use  a 
white c lo th  bandage to stop bleeding on the arm of  a person after a blood­
lett ing operat io n.  This b lo o d -s ta in ed  bandage was then hung up to dry.
As time went o n ,  the hanging b lo o d -s ta in ed  bandage became recognized 
as the emblem of  the b arbe r -su rg e on 's  p ro fess io n .
The f ir s t  organization of barber-surgeons  was formed in France in 
1096 A . D .  Soon thereaf ter ,  the f i r s t  formal school  o f  surgery was e s t a b ­
l ished in Paris by the ba rb e r -su rg e o n s .  In the early  years  o f  the twelfth 
century,  a guild of  surgeons was organized from elements  within the ranks
o f  the ba rb e r -su rg e o n s .
4
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The members of  the guild o f  surgeons applied th em selves  to re search  
and study of  medic ines and drugs in ef forts to find new methods of 
hea l ing .
In the f if teenth century,  in England, the s c ie n c e  of medicine was 
growing to such an extent  that the guild o f  surgeons surpassed the 
barber-surgeons  in knowledge and s p e c ia l iz e d  s k i l l ,  and they s u c ­
c e e d e d ,  by an a c t  of  parliament,  in res tr ic t ing  the barber-surgeons 
to the medical  p ra c t i ce s  of  b lo o d - le t t in g ,  tooth-pull ing and simple 
cau te r iz ing .
The surgeons and barber-surgeons  in England were reunited in 1 5 0 5 ,  
and this union e x is t e d  for two more c e n t u r ie s .  However,  the r e s ­
tr ict ions of  barber-surgeons continued during the p e r io d .2
The year  1745 marks the decline  of the early  barber profess io n when
the a l l ia n c e  between the surgeons and barbers was entire ly  d is s o lv e d .
Stripped of  its  former p re s t ig e ,  barbering continued to dec l ine  e co n o m ica l ly ,
te c h n ic a l ly ,  and even morally.
There was a slow degradation of  the ar t ,  and by the end of the 
nineteenth century barber shops had become untidy, unsanitary 
and undignified.  They became charac ter ized  as  centers  for cheap 
goss ip  and reading rooms for risque m ag az in es ,  rather than for 
their tonsoria l  s e r v i c e s .  Barbering in general  became an u nres­
pected c ra f t ,  and barbers were grouped in the lo w est  s o c i a l  s t r a t a . 2
The Rebirth of  a Profess ion
In the la t ter  part o f  the 19th century ,  efforts were in it ia ted to l if t  
the craft  of  barbering to a le v e l  of  p ro fess io nal  personal s e r v i c e .  Barbers 
organized into employer o rg a n iz a t io n s ,  known as " b o s s  barber" and "master  
barber" groups,  and into employee organizations  known as " journeyman 
barber" groups.  *3
O
Standardized Textbook of  Barber ing , p 7 .
3Ibid.
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On December 5 ,  1 8 8 7 ,  the Journeyman Barbers International  Union 
was formed in Buffalo ,  New York.  Aff i l iated with the American Federation 
of  Labor,  this em ployees '  union today is  c a l le d  the Journeyman Barbe rs ' ,  
H a i r d r e s s e r s ' ,  C o s m e to lo g is t s '  and Proprietors '  International  Union of 
A m erica , with headquarters in Indian apol is ,  Indiana.
In 1893 M r.  A. B .  Moler e s ta b l i s h e d  the f i rs t  barber school  in the 
4
world,  in C h ic a g o .  M r .  Moler a l so  published the f i r s t  textbook of b a r -  
ber ing ,  "The Moler Manual o f  Barber ing " .^
In 1 8 9 7 ,  M innesota  became the f ir s t  s ta te  to p a ss  a barber l i c e n s e  
law .  This s ta te  le g i s la t io n  was designed to promote sanitary  p ra c t ice s  
for barber ing,  and it  st ipulated minimum educat io nal requirements for bar­
bers in that s t a t e .
On November 1 9 ,  1 9 2 4 ,  the A s s o c ia te d  M aste r  Barbers of America 
was founded in C h ic a g o ,  I l l i n o i s .  The name of  the organization was 
changed to A s s o c ia t e d  M a ste r  Barbers and Beau t ic ian s  o f  America in 
O c t o b e r ,  1 9 4 1 ,  as a resu l t  of  the growing number o f  b e au t ic ian  shop owners 
and managers who were becoming members .  The a s s o c i a t i o n  is  now r e c o g ­
nized as  the nat ional organization of  barber and beauty shop owners and 
m an ag e rs .
In 1 9 2 5 ,  the A sso c ia te d  M aste r  Barbers and Beau t ic ian s  of America 




u p l i f t  the art of  barbering and standardize school  tra ining.  Some of  the
outstanding achievem ents  o f  this co u n ci l  include:
(1) Standardization o f  the better c l a s s  barber s c h o o l s ,  which 
must have instructors  qualif ied under the rules of the National 
Educat ional co un ci l ;  (2) Training o f  Barber S c i e n c e  te a ch ers ;
(3) es tab l ish m ent  of a curriculum of  Barber S c ie n c e  for the p ra c ­
ti cing barber ,  in connect ion  with which s e v e ra l  thousand Coun­
c i l  diplomas have been i ssu ed  (Barber S c ie n c e  has a lso  been 
added to the curricula of the Standardized S c h o o l s ,  and b e g in ­
ning students today have the advantages of i t s  advanced in ­
struction);  (4) the formulation of the Model L icen se  B i l l ,  in 
conjunct ion with the Journeymen Barbers ’ , H a i r d r e s s e r s ' ,  C o s ­
m e to logis ts '  and Proprietors" International  Union of  America;
(5) the c re a t io n ,  in 1 9 3 0 ,  of  a R e searc h  Department in the 
General  O ff ice  o f  the A sso c ia ted  M aster  Barbers and B eau t i ­
c ia n s  of  Am erica .
On October  19 ,  192 7 ,  the National A sso c ia t io n  of  Standardized 
Barber Schools  was organized in C le v e la n d ,  O hio .  This organization im­
mediately  sought to develop cooperat ive  efforts with the A sso c ia ted  M aster  
Barbers and Beau tic ians  of A m erica , in a program to standardize the op era ­
tion of  barber sch o o ls  in the United S ta tes  and the training of students  in 
these  s c h o o l s .
The National A sso c ia t io n  o f  State Boards of  Barber Examiners was 
organized on October  2 1 ,  1 9 2 9 ,  in S t .  Paul ,  M in n e so ta .  Its  purposes were 
to standardize  q ual i f i ca t io ns  of  appl icants  for barber examinations and to 
standardize methods of  examining a p p l ic a n ts .
On April 1 1 ,  1 9 4 3 ,  the Barbers and Beauty Cultur is ts  Union of 
Am erica , at i ts  f i rs t  nat ional convention ,  held in New York C i t y ,  re ce iv e d
^Ibid .  p 8
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its charter from the C o ng ress  of  Industrial  Organizat ions  and became the 
nat ional  C . I . O .  barber em ployees '  union.
Requirements to Pract ice  Barbering in North Dakota
A person wishing to pract ice  barbering in North Dakota must f ir s t  
be graduated from a sch o o l  o f  barbering approved by the North Dakota 
State Board o f  Barber Exam iners .
To be graduated from a barber c o l le g e  in North D a k o ta ,  the student 
must complete 1200 hours of  training to be completed within a reasonab le  
period o f  time with not more than eight hours in any one working day.  Such 
course  o f  instruction inc ludes  the fol lowing s u b je c t s :
1.  S c i e n t i f i c  fundamentals o f  barbering;
2 .  Hygiene;
3 .  Bacterio logy;
4 .  History of  the h a ir ,  sk in ,  m u s c l e s ,  and nerves ;
5 .  Structure of the h e ad ,  fa c e  and neck ;
6 .  Elementary chemistry  re la ting  to s ter i l iza t io n  a n t i s e p t ic s ;
7 .  D i s e a s e s  of  the sk in ,  g la n d s ,  and n a i ls ;
8 .  M a ssa g in g  and manipulating the m u sc les  o f  the upper body;
9 .  Hair cutting;
10 .  Shaving;
11 .  Arranging, d r e s s in g ,  co lo r ing ,  b le a c h in g ,  and tinting the h a i r . 7
Fol lowing graduation from an approved barber c o l l e g e ,  the prospect ive
barber must re c e iv e  a permit to p ract ice  barbering as an apprent ice .  To r e ­
c e iv e  a permit to p r a c t i c e ,  the appl icant must f i rs t  hold a c e r t i f i c a te  o f  r e g i s ­
tration as an apprentice in a state  or county which has comparable require­
ments for regis trat ion  as an ap p re n t ice ,  as  prescribed by the laws o f  North 
D a k o t a .
7North Dakota Century C o d e ,  North Dakota Laws Governing Barbers ,  
Sec t ion  4 3 - 0 4 - 2 4 ,  p.  7 .
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A person is qualif ied to re c e iv e  a c e r t i f i c a te  o f  regis tration as  a 
regis tered  apprentice  barber if  he:
1 .  Is  at  l e a s t  s ix te e n  and o n e - h a l f  years  o f  age;
2 .  Is o f  good moral charac ter  and temperate habits ;
3 .  Has graduated from a sch o o l  of  barbering approved by the board;
4 .  Has p a s s e d  a s a t i s fa c to ry  examination conducted by the board 
to determine his f i t n e s s  to prac t ice  as  a regis tered  a p p r e n t i c e . 8
An appl icant who f a i l s  to p ass  a s a t i s fa c to ry  exam in at ion ,  sha l l  
complete a further course  of study of  not l e s s  than five hundred hours in a 
school  of  barbering approved by the board.  Such course  of study sha l l  be 
completed in not l e s s  than three months of  not more than e ight  hours in any
Q
working day.
An apprentice  barber may make appl ication to become a regis tered  
barber o nce  he has completed the following requirements :
1 .  Is quali f ied  in accordan ce  with the provisions of  se c t io n  
4 3 - 0 4 - 2 3 ;
2 .  Is at l e a s t  e ighteen and o n e - h a l f  years  o f  age;
3 .  Is o f  good moral charac ter  and temperate habi ts ;
4 .  Has pract iced  as  a regis tered  apprentice  for a period of 
twenty-four months under the immediate supervision of  a 
regis tered  barber;
5 .  Has p a sse d  a s a t i s fa c to ry  examination conducted by the 
board to determine his f i t n e s s  to pract ice  b a r b e r i n g . " 8
An appl icant for a c e r t i f i c a te  of registrat ion to p ract ice  as  a r e g i s t ­
ered barber who fa i l s  to p ass  a sa t i s fa c to r y  examination conducted by the
8I b i d . , Sec t ion  4 3 - 0 4 - 2 3 .
8 I b i d . , Sect ion  4 3 - 0 4 - 3 4  
10 I b i d . ,  Sect ion  4 3 - 0 4 - 3 1
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board sh a l l  continue to prac t ice  as an apprentice  for an additional s ix  months 
before he again is entit led, to take the examination for registrat ion as  a bar­
ber .  There is no limit as  to the number of t imes an appl icant may retake 
this  examin ation.
The only requirement for ownership o f  a barbershop in North Dakota 
is that the proprietor must p o s s e s s  a c e r t i f i c a te  o f  registrat ion as  a r e g i s ­
tered barber .  The term regis tered  barber is synonymous with master bar­
ber .
Test ing  Requirements
Prior to 1 9 6 3 ,  any person who was s ix te e n  and o n e - h a l f  years of  age 
and had a grammar sch o o l  education was admitted to the barber c o l le g e  in 
Fargo.  S in ce  that t ime,  the U . S .  Employment Service  in cooperat ion with 
the North Dakota Employment Service  and the Moler Barber C o l l e g e ,  Fargo,  
North D a k o ta ,  has employed a general  aptitude t e s t  which a l l  applicants 
must p ass  before they may enrol l  in the s c h o o l .
For many y e a r s ,  the various rehabi l i ta t ion  centers  of  North Dakota 
have encouraged their pat ients  to enter the c o l le g e  even though some do not 
p o s s e s s  the aptitudes n e c e s s a r y  to become a s u c c e s s f u l  barber .
Upon seek ing  admission into the s c h o o l ,  e ach  appl icant is  adm inis ­
tered the t e s t  which includes  the following aptitudes which are rated im­
portant for s u c c e s s  as a barber:
11 I b i d . ,  Sec t ion  4 3 - 0 4 - 3 5
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1.  Form perception -  required in s e le c t in g  barber tools  to c u t ,  
shape and style  hair according to patrons in s t ru c t io n s .
2 .  Motor coordinat ion and finger dexteri ty  -  required in using 
e le c t r i c  and hand c l ip p e r s ,  s c i s s o r s  and other barber tools 
in cutting and trimming hair and n eck l ine ;  in trimming super­
fluous hair from e yebro w s,  nostr i l s  and e ars ;  and in sham­
pooing hair and giving s c a lp  and f a c i a l  m a ssa g e s . - -^
The purpose of  the t e s t  is  to eliminate candidates  who do not p o s s e s s  
the m echanica l  q ual i f i ca t ions  n e c e s s a r y  to become a s u c c e s s f u l  barber .
12 U . S .  Employment Service  in Cooperation with the North Dakota 
State Employment S e r v i c e ,  T ech n ica l  Report on Standardization of  the 
General  Aptitude T e s t  Battery for B a rb e rs , (per.  Ser . )  2 - 3 2 . 0 1 ,  B 5 2 9 ,  p.  3 .
CHAPTER III
GROSS RECEIPTS OF BARBERSHOPS AND 
PERSONAL INCOME OF BARBERS
The main criterior  in evaluating the economic  s u c c e s s  of  a barber­
shop is i ts  annual gross re ce ip ts  and the personal incomes of  the propri­
etor and his e m p lo y ee s .  It is  generally  assumed that a s u c c e s s f u l  b u s i ­
n e s s  will  have re la t iv e ly  high gross re ce ip ts  and incomes compared with 
firms in the same and/or  re la ted o c c u p a t i o n s .  Becau se  gross re ce ip ts  
and personal income are so important in evaluating economic  s u c c e s s ,  a 
more deta iled a n a ly s is  o f  p o ss ib le  factors  contributing to r e c e ip ts  and 
incomes is  n e c e s s a r y .
Gross  Rece ip ts
Population per barber chair  is  generally  considered an important 
factor  a f fec t ing  gross r e c e i p t s .  In order to determine if population was a 
principal fac tor  accounting for d i f fe ren ces  in gross  re ce ip ts  o f  North D a k ­
ota barbershops ,  population per chair  was compared with mean s a l e s  per 
barbershop. Average gross re ce ip ts  o f  North Dakota barbershops ranged 
from $ 3 , 0 0 0  to $ 3 3 , 5 0 0 .  Population per chair  was determined by dividing 
the population o f  a community by the number o f  barber chairs  within the
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community.  Table I shows the mean s a l e s  per barbershop of  the 64 respond­
ing owners by population per ch a i r .
TABLE I
MEAN SALES PER BARBERSHOP BY 
POPULATION PER CHAIR
Name of  
Town




Northwood $ 1 3 , 5 0 0 1 597 5
Grand Forks 1 0 , 3 6 2 2 749 4
Bismarck 9 , 4 0 5 3 768 3
Grafton 8 , 3 0 0 4 981 1
Jamestown 6 , 8 5 0 5 941 2
Hatton 5 , 7 5 0 6 42 8 8
Larimore 5 , 7 5 0 7 572 6
Mayvil le 5 , 6 3 3 8 542 7
Portland 3 , 0 0 0 9 303 9
Table I shows li t t le  re la t ionsh ip  between mean s a l e s  per barbershop 
and population per c h a i r .  Northwood which had the h ighest  mean s a l e s  per 
shop ranked 5th in population per c h a i r .  Grand F o rk s ,  ranking second in 
mean s a l e s  per barbershop,  was 4th in population per ch a i r .  Grafton had the 
h ighest  population per chair  yet  ranked 4th in mean s a l e s  per shop.  Ja m e s ­
town was second in population per chair  and was 5th in mean s a l e s  per bar­
bershop
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The above data seemed to indicate  that population is  not an impor­
tant factor  cau sing  variance  in gross s a le s  of  barbershops .  Other factors  
exerted a strong inf luence on total  gross r e c e i p t s .  Among th ese  probable 
factors  were variety of s e r v ic e s  o f fered ,  s ize  of shops per ch a i r ,  locat ion 
of shops within a c i t y ,  and variat ion o f  p r i c e s .  Each  of  th ese  factors  will 
be analyzed in deta il  la ter  in this study.
Variety of Se rv ices  Offered
Extent of  variety of s e rv ic e s  offered was measured by the percent 
o f  barbershop customers who purchased s e r v ic e s  other than h a i rc u ts .  A 
shop was considered to s t re ss  var iety  of se rv ic e s  when at l e a s t  18 percent  
of  i ts  cu s to m e rs ,  (the mean of a l l  customers purchasing additional se rv ic es  
in a l l  responding barbershops) ,  purchased other s e r v i c e s .  Data revealed 
that 38 percent of the large sh o p s ,  in terms of gross  r e c e i p t s ,  s t re s s e d  
service  variety compared with only 15 percent o f  the small  sh o p s .
There would appear to be some re la t ionship  between a shop's 
abi l i ty  to provide more than one s e r v ic e ,  and its  gross  r e c e i p t s .  In d ic a ­
tions are that in g en era l ,  the most profitable areas o f  serv ice  variety  are 
in hair coloring and hair s ty l ing .
Some proprietors have apparently r e s i s t e d  offer ing th ese  se rv ic e s  
b e cau se  they fe l t  that the income obtained from performing such se rv ic e s  
was o f f s e t  by the great amount of  time involved.
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Size of  Shops Per Chair
A second factor  exerting an inf luence  on the gross re ce ip ts  of respond­
ing barbershops was the number of  chairs  per shop.  Mean s a l e s  per chair  were 
$ 6 , 5 0 0  for three and four-chair  s h o p s ,  $ 5 , 5 0 0  for tw o-chair  sho ps ,  and 
$ 4 , 4 5 2  for o n e - c h a i r  sh o p s .  This data seemed to indicate  the adv isab i l i ty  
of e s ta b l i sh in g  a three or four-chair  shop whenever p o ss ib le  to maximize 
gross re ce ip ts  per cha ir .
An important reason  for the above di f ferences  in s a l e s  per ch a i r ,  by 
s ize  of  shop,  is a tendency by consumers to prefer the larger shop b e cau se  
they ant ic ipate  a shorter waiting period. A lso ,  p a s s e r s - b y  may fe e l  that 
a larger shop will  offer a larger array of  s e r v ic e s  than a smal ler  shop.
Locat ion of Shops Within a City
The locat ion  o f  the shop within a part icular c i t y  influenced gross 
r e c e i p t s .  For the purpose of comparing re ce ip ts  of barbershops by l o c a ­
tion,  a l l  shops surveyed were c l a s s i f i e d  by b u s in e s s  d is t r ic t  lo ca t io n .  
Locations used for c l a s s i f i c a t i o n  were downtown b u s in e s s  d is t r i c t ,  s e c o n d ­
ary shopping c e n t e r s ,  s t r in g -s t r e e t  l o c a t i o n s ,  neighborhood l o c a t i o n s ,  and 
m isce l laneo u s  lo c a t i o n s .
Mean s a l e s  per shop were approximately $ 3 , 0 0 0  for barbershops 
lo cated in neighborhood d i s t r i c t s ,  $ 4 , 1 4 5  for barbershops located  in the 
downtown b u s in e s s  d is t r i c t ,  $ 8 , 2 5 0  for those located  on s t r i n g - s t r e e t s ,  
$ 1 8 , 5 0 0  for those  in m isce l lan eo u s  lo c a t i o n s ,  and $ 2 5 , 0 0 0  for those  lo cated
I
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in secondary shopping c e n t e r s .  This indicated that lo cat ion was re la ted 
to shop s a l e s .
Variation of  Pr ices
Price of  haircuts was the l a s t  major factor  influencing gross s a l e s .  
All shops which charged $ 1 . 5 0  for regular h a i rc u ts ,  excep t  those  lo cated  
in Grafton and Northwood, had gross  s a le s  lower than shops which charged 
$ 1 . 7 5 .
The principal reason  accounting  for the low gross s a l e s  o f  barber­
shops that charged $ 1 . 5 0  is  the f a c t  that a l l  were lo cated  in rural towns ,  
w h ereas ,  a l l  shops that charged $ 1 . 7 5  were lo cated  in urban towns.  Prices 
are lower in rural towns b e c a u s e ,  barbers located  there do not need gross 
s a l e s  as large as is needed in urban towns to maintain similar standards 
of  l iv ing .  (A more deta il ed  explanat ion will  be given in Chapter  IV).
Personal Income
The gross re ce ip ts  o f  a barbershop owner,  minus operating e x p e n se s  
were considered as his personal income.
The em ployee 's  personal income on the other hand, was usually  d e ­
termined on a commission b a s i s .  Aside from t i p s ,  employed barbers were 
paid,  by shop ow ners ,  comm issions  ranging from 65 percent to 75 percent  
o f  their r e c e i p t s .  In Bismarck and Grand F o rk s ,  apprentice barber employee 
re ce iv e d  a f ive percent  lower commission than r e g i s t e r e d  barbers .
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Table II shows the earnings  of  566 employed barbers in North Dakota 
during the year 1 9 5 9 .  In North Dakota during the workweek ending Novem­
ber 1 5 ,  1 9 6 3 ,  163 barbershop employees rece iv ed  total  wages of $ 1 2 , 9 2  7 a 1
TABLE II
EARNINGS OF 566 EMPLOYED BARBERS IN NORTH DAKOTA 
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D CD CD 58
2 , 0 0 0  -  2 , 9 9 9 78
3 , 0 0 0  -  3 , 9 9 9 135
4 , 0 0 0  -  4 , 9 9 9 98
5 , 0 0 0  -  5 , 9 9 9 83
6 , 0 0 0  -  6 , 9 9 9 37
7 , 0 0 0  -  9 , 9 9 9 33
1 0 , 0 0 0  and over 11
TOTAL 566
MEDIAN $ 3 , 8 4 4
Source:  U . S .  Bureau o f  C e n s u s ,  United S ta tes  C e n su s  of Population: 1 9 6 0 .
North D ak o ta ,  D eta i led  C h a r a c t e r i s t i c s . f ina l  report .  PC (1 ) -36D  
W ashin gton ,  D . C . ,  1962 , pp 3 6 - 2 7 6
U . S .  Bureau of  C e n s u s , C en su s  of B u s in e s s :  1 9 6 3 ,  S e le c te d  S e r ­
v i c e s ,  North D ak o ta .  (Washington: U . S .  Government Printing O f f i c e , 
1965) pp 3 6 - 6 .
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The mean wage for North Dakota barber employees was $79 as  compared with 
the nat ional  average of  $70 for this same workweek. The median income of  
employed barbers was $ 4 , 0 7 3  in 19 6 3 .
It is helpful to make a comparison between the incomes of barber­
shop e m p lo y ee s ,  and employees and the income o f  employees in other North 
Dakota personal serv ice  in d u s t r ies .  This comparison is shown in Table I II ,  
page 2 0 .
These  f ig u re s ,  although showing a favorable  comparison between 
barbershop emplo yees '  income and the income of employees o f  other personal 
serv ice  in d u s t r ies ,  c o n c e a l s  the fac t  that 53 percent  of  barbershop employees 
made l e s s  than $ 4 , 0 0 0  in 1959 .
The mean yearly  income for a l l  employees of  personal serv ice  o c c u ­
pations in North Dakota for 19 63 was $ 2 , 6 1 7 .  Barbershop employees ranked 
s e co n d ,  preceded only by employees o f  funeral  s e r v ic e s  and cre m a to r ie s .  
Owners of  single  proprietor barbershops without e m p lo y ee s ,  on the other 
hand, ranked la s t  among a l l  owners of  personal se rv ic e  e s ta b l i s h m e n ts ,  
without employees in North D a k o ta .  The following r e a s o n s ,  may at l e a s t  
in part ,  account  for low incomes o f  proprietors and emplo yees :  (1) e a s e  of 
entry into the barber profess ion  which has resu lted  in too many barbers;
(2) over hal f  o f  a l l  barbers in 1963 were e s ta b l i s h e d  in rural North Dakota 
towns with a population of 2 , 4 9 9  or l e s s ,  which find it  d if f icult  to support 
a barber;  (3) an in c re a s e  in home barber k i ts  which has  tended to d e c re a se
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the number of  customers purchasing haircuts ;  (4) re cen t  r i s e s  in barbershop 
prices  which have reduced the number and frequency of  s e r v ic e s  demanded.
TABLE III
MEAN YEARLY INCOMES FOR EMPLOYEES AND 
PROPRIETORS OF PERSONAL SERVICES IN 
NORTH DAKOTA FOR THE YEAR 1963
Personal  Se rv ices
Employees Mean 
Yearly  Income
Single  Proprietors 
Mean Yearly  Income
Funeral s e r v i c e s ,  crematories $ 4 , 1 2 9 $ 1 9 , 7 7 7
Barber Shops 4 , 0 7 3 3 , 1 4 7
Photographic studios 2 , 5 0 0 4 , 6 1 5
Power laundries 2 , 4 8 7 No single  prop.
C le a n in g ,  dyeing p la n ts ,  e xce p t  
rug c leaning
2 , 3 0 4 4 , 3 3 3
Beauty sh o p s ,  including combina­
tion beauty and barbershops
2 , 2 7 2 3 , 9 6 2
Shoe repair ,  s h o e s h in e ,  hat 
c lean ing  shops
1 , 6 7 5 4 , 8 7 5
MEAN FOR ALL PERSONAL SEFVICES $ 2 , 6 1 7 $ 5 , 7 5 6
Source;  U . S .  Bureau of C e n s u s ,  C en su s  of B u s in e s s ;  1 9 6 3 ,  S e le c te d  Ser ­
v i c e s ,  North D ako ta ,  (Washington; U . S .  Government Printing 
O f f i c e ,  19 65 ) ,  pp 3 6 - 6 .
CHAPTER IV
PRICE, SHOP HOURS, AND WAGE CONTROL 
Price
The barber industry is  typified by horizontal  price co ntro l .  Price 
control  is very important to North Dakota barbers b e ca u se  it helps e l im ­
inate cutthroat price competit ion.  Barbers who compete on a nonprice 
b a s i s  attempt to improve their market posi tion by emphasizing quality of 
s e r v ic e s  performed. Patronage built on this nonprice factor  is l e s s  l ike ly  
to be lo s t  to competition than if  price is  s t r e s s e d .
Cutthroat Price Competition
Competition among barbershops is sa id  to be cutthroat when the 
e x i s t e n c e  of  idle c a p a c i ty  and the pressure o f  f ixed e x p e n s e s  lead bar­
bershop owners to cut pr ices  to a point where no one o f  them can  recover  
his c o s t s  and earn a " fa i r "  return on his investment .
Prior to 1 9 4 3 ,  cutthroat pricing of  s e r v ic e s  between owners of 
neighboring barbershops was an everyday occurrence  throughout North 
D ak o ta .  Price competition became so f ie rce  that many owners were forced
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to keep their shops open 12 -  15 hours e a c h  day to earn an adequate i n -  
1c o m e .
This intense  competition resulted  in an uneconomic reduction in 
pr ices  for barber 's  s e r v i c e s .  The d e c re a se  in barber 's  income and pur­
chas ing  power, result ing  from the reduction in pr ices  made it im possib le  
for some North Dakota barbers to purchase  the sanitary products and 
equipment n e c e s s a r y  to maintain a reasonab ly  safe  and healthful barber­
shop.^
The f ir s t  major attempt in North Dakota to persuade barbers to 
cooperate  with e a c h  other in matters of se t t ing  p r i c e s ,  shop hours ,  and 
wages occurred in April,  1 9 2 7 ,  when a group of s i x  barbers from Bismarck 
organized a non-profit  corporation known as  the "North Dakota Barbers 
A s s o c i a t i o n " .  "Prior to that t ime, barbers act ing  only as  indiv id uals ,  
attempted to convince  barbershop owners that cutthroat competition was
3
hurting no one but t h e m s e l v e s . "  The purposes for which the North Dakota 
Barbers A sso c ia t io n  was formed were:
To organize lodges and a s s o c i a t i o n s  o f  barbers in the state
of  North Dakota for the purpose o f  co -op era t in g  and working
for the good of the barber trade and profess ion  in this  state  *3
Interview with Mr. John J .  T kach ,  Historian for the North Dakota 
Barbers A s s o c ia t io n ,  April 2 0 ,  1 9 6 5 .
^ North Dakota Century C o d e , Sect ion  4 3 - 0 4 - 0 2 ,  p.  1.
3
Interview with M r.  John J .  T kach .
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and to maintain the standards o f  the profess ion  o f  barbering 
in this  s ta te  to do any and a l l  things requ is i te  or n e c e s s a r y  
to promote the b u s in e s s  and profess ion  of barbering in this 
s t a t e . ^
This group tried in vain to encourage a l l  North Dakota barbers to 
standardize p r i c e s ,  shop hours ,  and wage l e v e l s .  Fa i l ing  in this attempt 
to unify a l l  North Dakota barbers through cooperat ion ,  the North Dakota 
Barbers A sso c ia t io n  requested  the North Dakota Legis lature to p ass  laws 
governing b arb e rs .  It is not known when they f ir s t  appealed to the l e g i s l a ­
ture for he lp ,  neither is it known how many times appeals  were made.
Price Competit ion Since  1943
In 1943 ,  the North Dakota Barbers A sso c ia t io n  was able  to persuade 
the North Dakota Legis lature that immediate control  of  the barbering pro­
f e s s io n  in North Dakota was d e s i r a b le .  On July 1,  1 9 4 3 ,  Title  4 3 - 0 4  was 
enacted  by the North Dakota Legis la ture which p laced a l l  barbering p ra c ­
t i c e s  in North Dakota under the pol ice  power o f  the s t a t e .
This a c t  made membership in the North Dakota Barbers A sso c ia t io n  
mandatory for any person wishing to pract ice  barbering in the sta te  of  North 
D a k o ta .  The law also  sub-div ided the North Dakota Barbers A sso c ia t io n  
into county d is t r ic ts  for the purpose o f  price contro l .  County groups of 
barbers were to determine their own minimum price s c h e d u le ,  to be followed 4
4North Dakota Barbers A s s o c ia t io n ,  Art ic les of  Incorporation, 
Article 2 ,  State of North D ako ta ,  April 2 8 ,  192 7.
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by a l l  barbers in that county .  (A more deta iled  explanation of sett ing  fair  
minimum prices  wil l  be d is c u s s e d  later  in this chapter . )
The a c t  e s ta b l i s h e d  the State Board of  Barber Examiners as a regu­
latory ag en cy  of the North Dakota Barbers A s s o c ia t io n ,  for the purpose of 
administering this law and a l l  subsequent amendments,  should they be e n ­
a c t e d .  One power given to the Board of Barber Examiners was that of  
se t t ing  a minimum price schedule  in any county when the barbershop owners 
in that county ,  through failure to se t  their own minimum p r i c e s ,  petit ioned 
the Board to do s o .
Legal T es t  o f  Powers o f  Board o f  Barber Examiners
On October  4 ,  .1943,  the State Board of  Barber Examiners i s su ed  an 
order f ix ing a minimum price schedule  for barber s e r v ic e s  in Barnes County,  
North D ak o ta .  This schedule  of  minimum prices  was in e x c e s s  of pr ices  
charged by Frank C .  W i l l i a m s ,  a Valley  City  barber .  W il l iam s refused to 
ra ise  his pr ices  on the grounds that his c l ie n t e le  had been obtained by fair 
p r i c e s .  Wil l iams a lso  s tated that his c l i e n t e le  would be destroyed should 
he be forced to ra ise  his p r i c e s .
The State Board o f  Barber Examiners threatened to enforce the order 
and inst itute  le g a l  ac t ion  ag a in s t  W il l iam s if he did not ra i s e  his p r i c e s .  
Fearing that th ese  threats  would destroy his b u s i n e s s ,  W il l iam s brought a c ­
tion ag a in s t  the North Dakota Board o f  Barber Examiners to enjo in  them from 
insti tuting  and enforcing the minimum price schedule  for Barnes County .  
W il l iam s contended that the s ta tu te ,  which gave the Board of  Barber Examiners
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power to s e t  minimum price schedu les  was in v io lation of the Consti tut ion 
of  the State of  North D ak o ta .  He a lso  contended that the statute  infringed 
upon and vio lated rights guaranteed to him by the Fourteenth Amendment to 
the Const itut ion of the United S t a t e s .
The c a s e  was heard before Judge P.  G .  Swenson in the D is t r i c t  Court 
of  Barnes County.  The court ruled ag a inst  W i l l i a m s ,  and the c a s e  was su b­
sequently  appealed .
The North Dakota Supreme Court heard the c a s e  of Wil l iams v .  State 
Board of Barber Examiners .  On December 12 , 1 9 4 6 ,  the Court affirmed the 
d e c is io n  of  the D is t r i c t  Court on the following grounds;
The general  rule is  that criminal or quas i  criminal ac t ions  or 
proceedings will  not be enjo ined even though the statute  on 
which the act ion  or prosecut ion is b ased  is  unconst i tu t ional .
To ju s t i fy  such interference  there must be e xce p t io n a l  c ircum­
s ta n ce s  and a c le a r  protection of const i tu t ional  r ig h ts .
For reasons  s tated in the opinion it is  held that the complaint 
in the instant c a s e  fa i l s  to s ta te  fa c t s  showing that injunctive 
r e l i e f  is n e c e s s a r y  in order to afford adequate protection of 
the lega l  rights of the p l a i n t i f f . 5
The d e c is io n  of the North Dakota Supreme Court served two purposes .  
It c le a r ly  s tated that the State Board of Barber Examiners had the le gal  power 
to se t  a fair  minimum price schedule  for a given county when requested to do 
s o .  It a lso  convinced North Dakota barbers that it was b e s t  for them to se t  
their own minimum price schedu les  to avoid arbitrary price se t t ing  by the State
5W il liam s v .  State Board of  Barber Exam iners ,  25 N . W .  2d .  2 82
(1946) .
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Board. This is  evid enced by the fa c t  that North Dakota barb e rs ,  s ince  the 
W il l iam s d e c i s io n ,  have e s ta b l i s h e d  their own minimum price s c h e d u le s ,  and 
have never petit ioned the State Board of  Barber Examiners to se t  a minimum 
price schedule  for a county .
Present Pricing Control
The North Dakota Barbers A sso c ia t io n  is  presently  sub-div ided into 
county d is t r ic t s  for the purpose of se tt ing minimum p r i c e s .  County meetings 
are held whenever a price change is  fe l t  n e c e s s a r y .  The d e c is io n  of  the 
majority determines the minimum prices  that may be charged in that county.  
All counties  are further su b-div ided into urban and rural groups when a c i t y ,  
having a c o s t  of  l iving higher than the surrounding rural a r e a ,  is  located 
within its  boundarie s .  The rural group's price d e c is io n  a f fe c ts  a l l  barber­
shops in that county e x c e p t  those  e s tab l ish m ents  located  in the urban a re a .  
Urban barber groups determine their own minimum p r ic e s .
For the purpose of  price control ,  membership in a barber 's  union 
in North D ako ta ,  acco m p l ish e s  the same o b je c t iv e s  for barbers as does mem­
bership in the a s s o c i a t i o n .  In the union town of  Grand F ork s ,  members of  
lo c a l  # 6 0 1 ,  in cooperation with the North Dakota Barbers A ssocia t ion  se t  
minimum p r i c e s .  Grand Forks was the only town surveyed where barbers 
were members of  a barbers union. All Grand Forks barbers ,  except  o n e ,  were 
members o f  lo c a l  chapter  # 6 0 1  of the Journeyman's Barbers International
Union. One sem i-re t ired  barber,  who was the owner of his own o n e -c h a ir
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shop did not belong as  he fe l t  the benef i ts  re ce iv e d  from union membership 
did not warrant its  c o s t  of $42 for year ly  d u es .
The State Board of  Barber Examiners has  the same control over pr ices  
as  does the union. The principal dif ference  is  that the union compels  its 
members to abide by the w ishes  of the majority whereas the State Board of 
Barber Examiners takes  act ion  only when a barbershop owner 's  policy  differs 
enough to ca u se  concern among a l l  other barbers in a given county .  If this 
happens ,  the State Board of Barber Examiners may approve a minimum price 
schedule  for the county if a petit ion request ing  that such a schedule  be ap­
proved for that county is  signed by 75 percent  of  the barbershop owners or 
m an ag e rs .
Any shop which is  the only barbershop operating in a town is exempt 
from the minimum prices  f ixed by the State Board of Barber Examiners .  The 
owner or manager of such a shop may requ est  the State Board of Barber E x ­
aminers to include his shop in the operation of the minimum prices  if he so 
d e s i r e s .
Determination of  Prices
Barbers are conservat ive  in pricing d e c i s i o n s .  They are aware of 
the fac t  that e a ch  price ra ise  in c r e a s e s  the purchase o f  home barber k i t s .
In sett ing  p r i c e ,  barbers consider  the c o s t  of  l iving in a county or urban 
a r e a .  Price in c r e a s e s  generally  come after a su bstan t ia l  l iving c o s t  r i se
has forced the barbers to take a c t io n .
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Prices  for adult haircuts in North Dakota during the period of the sur­
v e y ,  ranged from $ 1 . 2 5  in some rural areas  to $ 2 . 0 0  in Fargo.  Chi ldren 's  
pr ices  ranged from $ 1 . 0 0  to $ 1 . 7 5 .  Rural price l e v e ls  for barbering se rv ic e s  
were beneath  urban le v e ls  largely  b e c a u s e  rural l iving c o s t s  for barbers were 
l e s s  than urban c o s t s .
Shop Hours and W ages
North Dakota barbershop owners se t  uniform shop hours and wages 
by the same method as they s e t  minimum p r i c e s .  County meetings are held 
whenever a change in shop hours or wages is  fe l t  n e c e s s a r y .
The 1943 legis la ture  gave the State  Board of Barber Examiners only 
indirect  control  over hours and w a g e s .  The le gis la ture  fe l t  that no man 
should be told what hours his shop should be open or what comm issio ns  he 
should pay his em p lo y ee s .  It a lso  be l ieved  that employees could govern 
the situation them selves  by refusing to work in shops whose hours were in 
e x c e s s  or comm issio ns  l e s s  than other shops in the a r e a .  However,  the 
State Board of  Barber Examiners has  power to a c t  as an arbitrator in any 
controversy  over hours and comm issio ns  ar is ing among barber groups.
If an hours and wage dispute a r ise s  which cannot  be se t t led  by the 
barbers in that a re a ,  the State  Board of Barber Exam iners ,  act ing  as  an 
arbitrator can make a compromise d e c i s io n .  However,  nothing can be done 
if  one or more shops refuse  to abide by the d e c is io n  of the State Board of 
Barber Exam iners .  Up to the time of this writ ing,  the State  Board of  Barber
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Examiners has never e x e r c i s e d  its l imited control over shop hours and wages 
Barbers have been able  to standardize shop hours and wages through coopera 
t i o n .
Role of  The Grand Forks Union in Setting 
Shop Hours and W ages
A stated advantage of  be longing to the union in Grand F o rk s ,  a c ­
cording to Mr. Robert Wed.in, secre tary  for the Grand Forks lo c a l  union, is 
in the standardization of  shop hours and w a g e s . 0 A majority vote o f  the 
union members determines the shop hours that member shops may be open , 
and the percent of intake that employees re c e iv e  as their personal income.
A second stated advantage of  union membership in Grand Forks is 
participation in group insurance and other types of  investments and pur- 
c h a s e s  which can be had only as  a member of a s p e c ia l iz e d  group. This 
advantage does not e x i s t ,  s in c e  all  b arb e rs ,  as members of the North 
Dakota Barbers A s s o c ia t io n ,  are e l ig ib le  for e x a c t ly  the same b e n e f i t s .
A third sta ted advantage of union membership as indicated by Mr. 
Wedin is the right o f  unionized shops to picket  non-union sh o p s ,  i f  the
O
la t ter  do not abide by the w ish e s  o f  the union. In no way can  picketing 
interfere with the operation of  a shop.  However,  any such demonstration 
could impair the shop 's  b u s i n e s s .
^Interview with Mr.  Robert W ed in ,  S e cre tary ,  Grand Forks loca l  
union, February 22 , 1 9 6 5 .
^Ibid,
° I b i d .
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Table IV, shows the re a so n s  why Grand Forks barbers held union 
membership,  as sta ted  by 23 barber-members .  These  barbers belonged 
only b e ca u se  they fe lt  that higher pr ices  and standardized hours could be 
obtained through c lo s e r  cooperation among a l l  Grand Forks barb e rs .  They 
did not consider  union membership to part ic ipate  in group insurance  and 
investments as  important.
TABLE IV
REASONS WHY GRAND FORKS BARBERS HELD UNION 




Raise  pr ices 18
Keep hours s table 14
Cooperation among barbers 5
Strength in unity 1
TOTAL 38
A principal reason  of  Grand Forks barbers for holding union member­
ship was to obtain higher p r i c e s .  Past  exper ience  has  demonstrated that 
c l o s e  cooperation among barbers through organizations such as  unions e l im ­
inated cutthroat price competition thus result ing  in higher pr ices  for barber 
s e r v i c e s .
\ 1
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On the other hand, it  is doubtful that union membership is n e c e s s a r y  
to obta in  higher pr ices  as  evid enced by the fa c t  that pr ices  in the union 
towns of  Grand Forks and Minot were not higher than in the non-union town 
of approximately the same s iz e  -  B ism arck .  The ab i l i ty  of  the State Board 
of  Barber Examiners to s e t  minimum p r i c e s ,  when requested  to do s o ,  has 
resulted in cooperation among barbers in the non-union areas  o f  North Dakota 
to se t  minimum prices  high enough to s a t i s fy  the majority.
A second major reason  of barbers in Grand Forks for holding union 
membership was to obtain standardized shop hours among a l l  barbershops 
in Grand F ork s .  Although shop hours were uniform among a l l  barbershops 
in Grand F o rk s ,  so too were they in the non-union community of  Bismarck .  
This ind ica tes  that union membership is  not n e c e s s a r y  to induce barbers 
to s ta b i l iz e  shop hours though it may a s s i s t  in performing this function.
During the time o f  the survey, barbers in Grand Forks were working 
fewer hours per week than a l l  barbers co ntac te d  in the su rvey.  Barbers 
in Grand Forks worked 45 hours per week as compared with 50 hours per 
week in Bismarck  and Jamestown,  and 54 hours per week for barbers in 
Grafton,  Hatton, Larimore,  M a y v i l l e ,  Northwood and Portland.
It is dif f icult  to judge whether Grand Forks barbershop owners 
benefited from union membership.  They worked l e s s  hours per week than 
a l l  owners co ntac ted  in the survey, and they had the right to p icket  the 
non-union sh o p s .  On the other hand, they had to pay higher comm issio ns  
to their employees than did owners in B ism arck .
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In summary, p r ic e ,  shop hours ,  and wage control were centered around 
three organizations  -  the North Dakota Barbers A s s o c ia t io n ,  the State Board 
o f  Barber Exam iners ,  and the Grand Forks lo c a l  union. Each organizat ion had 
a s p e c ia l  role in the regulat ion of  th ese  competi tive fa c t o r s .
The State Board of Barber Examiners represented the principal group 
concerned with e s ta b l i s h in g  uniform p r i c e s .  The State Board of  Barber E x ­
aminers se t  minimum price sch e d u le s  when requested  to do s o .  However,  in 
the control  o f  shop hours and w a g e s ,  the Board could only  make recommenda­
t i o n s .  Compulsory adherence to hours and wage standards were achieved
only through lo c a l  barber 's  unions.
CHAPTER V
ADVERTISING
The American Marketing A sso c ia t io n  def ines advert is ing as  "any 
paid form o f  non-personal  presentat ion and promotion of i d e a s ,  goods,  or 
s e rv ic e s  by an ident ified sponsor." '* '
i
Advertising P rac t i ces  of  Responding Proprietors
The amount of  advert is ing engaged in by responding owners of bar­
bershops  varied quite e x te n s iv e ly  in 19 64 .  Of  the 64 barbers c o n ta c te d ,
42 did some advertising in 1 9 6 4 .  Advertising expenditures of th ese  42 ad­
vert isers  ranged from $12 to $ 5 0 0 ,  with a mean o f  $ 7 9 .  The mean expendi­
tures for owners o f  o n e - c h a i r  shops was $ 3 5 ,  tw o-chair  shop owners $ 6 4 ,  
th ree -ch a ir  shop owners $ 1 2 0 ,  and four-cha ir  shop owners $ 3 0 6 .
The fa c t  that 33 (79 percent)  o f  the 42 advert is ing barbers spent 
$100 or l e s s  for advert is ing ,  indicated that barbershop proprietors had 
some question as  to the benef i ts  that can be derived from advert is ing by 
barbers in g en era l .  This sk ep t ic i sm  of  the value o f  advertising  on the
•'Marketing D e f in i t io n s , p .  9 .
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part o f  the respondents is further evid enced by the f a c t  that 22 of  the 64 
respondents who did not advert ise  in 1964 a l so  did not intend to do any 
in 1965 .
In an attempt to help determine if advert is ing did or did not benef it  
barb e rs ,  a correla t ion a n a ly s is  was made to determine whether a re la t io n ­
ship e x is te d  between advert is ing expenditures and gross annual s a l e s .
The null hypothesis  was employed indicating no re la t ionship  between e x ­
penditures and s a l e s .  The Pearson Correlation C o e f f i c ie n t  of . 5 9 1  was 
s ig n i f icant  at both the five percent and one percent  l e v e l s .  The null hypo­
th e s is  was therefore r e j e c t e d .  This indicated that a probable direct  r e ­
la t ionship  did e x i s t  between advert is ing expenditures and annual s a le s  
for the responding barbershop ow ners .  A further study would have to be 
made to determine whether a c a u s a l  re la t ionsh ip  e x i s t e d .
Areas of  Advertising
Barbershop owners have a ch o ice  o f  product adv ert is ing ,  empha­
s iz ing to i le t  a r t i c l e s ,  or inst i tu t ional  adv ert is ing ,  emphasizing their shops 
and s e r v i c e s .
S a le s  of  Toi le tr ies
None of the responding barbers who advert ised in 19 6 4 ,  advertised 
to i le t  a r t i c l e s .  The main re ason  c i ted  for not advert is ing th ese  products 
was in abi l i ty  to s u c c e s s f u l l y  compete with drug and variety  s tores  in the
s a le s  of  th ese  i t e m s .  Intense  competition from drug and varie ty  stores forced
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15 respondents to discontinue s a l e s  o f  to i le t  a r t i c l e s .  P o s s ib ly  as a c o n ­
sequence  of  this competit ion,  to i le t  a r t i c le s  were only a minor source of 
revenue for barbershop owners .
Another reason  given by respondents for not advert is ing to i le tr ies  
was their b e l ie f  that su f f ic ient  demand for to i le t  a r t i c le s  already e x is te d  
as a resul t  o f  nat ional advert is ing by the manufacturers of  th ese  products.  
However,  in the fa c e  o f  in tense  competition by drug and variety  s t o r e s ,  
nat ional advertising has not proved adequate as is indicated by the low 
revenue earned by barbershop owners in the sa le  of  th ese  products.
S a le s  o f  Se rv ices
Advertising of barber s e r v ic e s  has  largely been concerned with 
promoting the barber industry as a whole .  This type o f  advert is ing r e ­
sulted from severa l  f a c t o r s .
The majority of  respondent barbershops were o n e - c h a i r  shops with 
gross re ce ip ts  of $ 5 , 0 0 0  or l e s s  annually .  The mean gross re ce ip ts  of  
th ese  s ingle  proprietor shops were $ 3 , 1 4 7 .  These  low re ce ip ts  prevented 
the owners from investing any money in adv ert is ing .  Fourteen (42 percent) 
of the responding barbers owning o n e - c h a i r  shops did not advert ise  in 1964 
and the remaining o n e - c h a i r  shop owners spent a mean of $35 for ad v e r t i s ­
ing.
Another factor  contributing to the es tab l ish m ent  of this p o l icy  has 
resulted from the attempts o f  barbers to attain the s tatus of  a p ro fess io n .
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One of  the methods employed has  been to pattern their advert is ing p rac t ice s  
after th ose  advert is ing p ra c t i ce s  of  grc . - ?cV~ ;od to be
members o f  a recognized p ro fess io n .  The a t t i tu -  p rofess ion  toward
advert is ing var ies  from permitting no advert is ing ,  as in the c a s e  of  law yers ,  
to some form of inst itut ional advert is ing as in the c a s e  of  the American M ed­
i c a l  A s s o c ia t io n .
Like the medical  p ro fe ss io n ,  barbers support advert is ing whose 
purpose is  to r a i se  the standards and e th ic a l  p ra c t i ce s  of the p ro fess io n .
This trend towards the use  of  inst i tu t ional  advert is ing is in agreement with 
the general  cooperat ive p o l ic ie s  on the part o f  barbershop owners as in 
control l ing  p r i c e s ,  w a g e s ,  and shop hours.
A majority vote of  the barbershop owners in a part icular  area deter­
mined the advert is ing media to be employed. The lower income barbers 
were unable to afford to advert ise  on a par with higher- income shop owners .  
The o n e - c h a i r  shop owners const i tu te  a majority of the barbershop owners 
in urban and rural a r e a s .  They have used their single vote majority power 
to r e s t r i c t  advert is ing to those a c t iv i t i e s  which promoted the general  bar­
bershop industry rather than a particular  barbershop.
An art ic le  in an i s s u e  of  the North Dakota Barber , the o f f i c ia l  mag­
azine  of the North Dakota Barbers A sso c ia t io n  stated:
Another "hot potato"  we have been concerned with is 
that o f  advert is ing .  Many of the barbers of  Fargo fe e l  that 
the advert is ing done by any shop in lo c a l  newspapers and on 
radio be of  the type that will  help a ll  b arbers .  It should be 
to the e f fe c t  o f  an announcement rather than make other shops 
look l e s s  a t t r a c t iv e .  Many o f  the barbers f e e l  the type of
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advertising such as  "for better  haircuts see  u s , "  or "we have 
the most modern equ ipm ent ,"  or "we have the b e s t  barbers"  
e t c .  should be avoided and more on the type of  "when you want 
a tooth pulled you don't  go to the blacksm ith  but to a d e n t i s t—
when you want a haircut ,  se e  your barber" e t c ............. Another
unfair pract ice  of advert is ing many f e e l ,  is the appearance on 
radio or TV or to give donations in the name of your barbershop, 
so as to get  free advert is ing by that method.
We might add that this  problem has been somewhat 
solved by our a s s o c ia t i o n  in that a l l  advert is ing must f ir s t  b e -  
submitted to a committee for approval.  However,  we do not haveO
any system of  judging this advert is ing as  to fa ir  or unfair.
S in ce  the majority of o n e - c h a i r  shop owners favor cooperat ive p ra c ­
t i c e s ,  the latter  will  cont inue to dominate advert is ing p o l icy .
Future Areas o f  Advertising
An area in which advert is ing wil l  probably yie ld  the most s ig n i f i ­
cant  resu l ts  in the near future,  is in advert is ing of hair co loring and s ty l ing .  
The demand for th ese  new and s p e c ia l iz e d  s e r v ic e s  is  growing, and will  
probably re ce iv e  more attention in cooperat ive  adv ert is ing .  The need for 
making the public aware o f  th ese  new s e r v ic e s  was emphasized in a re cen t  
ar t ic le  o f  a barber 's  magazine:
What we want to s t re ss  at this time is  that it is  not 
enough to add th ese  s e r v i c e s .  The men's h a i r s ty l i s t  has to 
promote,  has  to " s e l l "  why a l l  of  th ese  things are important 
to the male of  the s p e c i e s .  Men are ready to have it proven 
to them that they are in need of  them, but they are not goingO
to discover  it a l l  by th e m s e lv e s .
2 Don D onegan,  "News From Chapter  199 ,  A sso c ia ted  M aster  Barbers 
of America ,  Fargo,  North D a k o ta , "  North Dakota Barber , 1953 , p.  31 .
"Your March Letter from the P u b l i s h e r , "  M e n 's  H airs ty l i s t  and 
Barber’ s Journal , March 15 ,  1 9 6 5 ,  p.  14 .
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Determination o f  Advertising Budget
The potent ia lly  favorable  inf luence of  advert is ing on s a l e s  of  s e r ­
v ic e s  such as  hair co loring and styl ing ind ica tes  the in c reas in g  importance 
o f  advertising for barbershop owners .  This in turn, em phasizes  the impor­
tance  of giving careful attention to planning advert is ing expenditures .
Fai l ing  to rea l ize  the importance of  such planning, 62 of the r e s ­
ponding barbers spent money for advert is ing on a h i t -a n d -m is s  b a s i s .  Only 
two respondents used a def inite plan for budgeting their advert is ing e x p e n ­
ditures .  Each  se t  as ide  a f ixed sum at the beginning of  e ach  y ear .  One 
barber defined his advert is ing o b je c t iv e s  and then est im ated the c o s t  of  
the advert is ing n e c e s s a r y  to re ach  th ese  o b j e c t i v e s .  The other barbed used 
a percentage of the previous years  gross s a le s  in determining the aggre ­
gate amount to be spent in the current year  on advert is ing .
The gross  s a l e s  o f  th ese  two barbershops were higher than the mean 
gross s a le s  o f  al l  other barbershops having an equal number of  c h a i r s .  
However,  it cannot  be sa id that high s a l e s  resul ted  from better  a d v e rt is ­
ing planning.
In summary, responding barbers did not e x te n s iv e ly  employ adver­
t i s ing  in 19 6 4 .  No advert is ing of products was carr ied out ,  and adver­
t i s ing  of s e rv ic e s  was largely  a cooperative ef fort .  It is  l ike ly  that such 
s e rv ic e s  as  hair coloring and styling  wil l  be important promotional themes
in the next few y e a r s .
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M o st  advert is ing today is on a h i t -a n d -m is s  b a s i s .  There is no in ­
dication that this will  be replaced  by more formal planning in the near future.
CHAPTER VI
FACTORS RESPONDING BARBERS BELIEVED TO BE IMPORTANT 
FOR INFLUENCING RETURN PATRONAGE
Having an e s ta b l i s h e d  c l i e n t e le  is  an important a s s e t  o f  most bar­
b e r s .  Few barbers could survive with b u s in e s s  derived largely from new 
c u sto m e rs .  The number of return customers has  considerable  impact on 
the revenue obtained by a barbershop.
An e s ta b l i s h e d  c l i e n t e le  may a lso  help le v e l  weekly  b u s in e ss  
f luctuat ions  by increas ing  b u s in e s s  on s la c k  d a y s .  These  cu s to m e rs  may 
adju st  their trips to the shop to conform to the barber 's  s la c k  period in 
order to spend l e s s  time waiting for a haircut .
The e s ta b l i s h e d  c l i e n t e le  o f  a barbershop was composed o f  all  r e ­
turn customers o f  that shop.  Each individual barber within a shop had his 
own e s ta b l i s h e d  c l i e n t e l e .  It was composed o f  a l l  return customers who 
usually  had him cut their hair .
Factors Influencing Return Patronage
There are many factors  which inf luence return patronage.  Table IV, 
page 41 shows the various factors  responding barbers considered important.
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These  factors were weighted according to the degree of importance the r e s ­
pondents attributed to them. The re ason s  considered most important by the 
responding barbers were ass ig n e d  a weight of  two p o in ts .  When considered 
l e s s  important,  the reasons  were a ss ig n e d  a weight of one point.
TABLE V
FACTORS RESPONDING BARBERS BELIEVED TO BE IMPORTANT 
FOR INFLUENCING RETURN PATRONAGE




Quality o f  work 83
Personali ty  of  barbers 44
Locat ion 31
Waiting  and serv ice  time 16
C le a n l in e s s 5
Active in community affairs 3
Young barbers in shop 3
Modern shop 2
Other re ason s  c ited 4
TOTAL 191
Points indicate  that re s p o n s e s  were weighted in order of importance 
The weighting s c a l e  i s :  M ost  important reason  = 2 p o in ts ,  re a so n s  of  secon  
dary importance = 1 point .
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Quality of  Work
The factor  considered most important by the responding barbershop 
owners for influencing return patronage was quali ty  of  work.  Quali ty  of 
work is  extremely  important in sa t is fy in g  cu s to m e rs .  If a customer is  not 
s a t i s f ie d  with his haircut ,  he probably will  not return.  The importance o f  
quality was summarized by one respondent who commented: "A good h a ir ­
cut on a s a t i s f i e d  customer is  the most e f fe c t iv e  way of  inducing him to 
r e t u r n . "
Quali ty  of  work, defined as  s a t i s fa c to ry  by the responding barbers ,  
including cutting the hair to the custom er 's  w ishes  even though the style  
might not be co n s id e re d ,  by the barber ,  as the b e s t  for him. Quality of 
work was thus influenced by the adage -  "The customer is always r ig h t . "
Personali ty  of Barbers
The factor  of  personali ty  was a l so  considered as important.  R e s ­
ponding barbers defined personali ty  in terms of the barber 's  general  d i s ­
po s i t ion ,  and his abi l i ty  to tai lor  his conversat ion to topics  of  in teres t  to 
his cu s to m e rs .  Responding owners s tated that centering conversat ion  on 
certa in  topics  was an important method of building a c l i e n t e l e .  One owner 
s a id ,  " s i x t y  percent o f  my b u s in e s s  comes from people who want to talk 
hunting and f ishing while in the s h o p . " * 2




From this comment it  would appear that consumers patronized a 
part icular barber not only b e ca u se  his work was of  high qual i ty ,  but a lso  
b e ca u se  the barber disp layed an in terest  in the customer by d is c u s s in g  
those topics  which the barber knew to be of  particular  in teres t  to him.
Location
Locat ion a lso  ranked high as  a factor  in influencing return patronage.  
Return patronage accounts  for 83 percent o f  the total  barbershop b u s in e ss  
done in the downtown b u s in e s s  d is t r ic ts  of  Grand F o rk s ,  B ism arck ,  and 
Jamestown,  as compared to 78 percent in alb other b u s in e s s  d is t r ic ts  in these  
c i t i e s .
Location must be considered as a prime factor  for inducing return 
patronage in the downtown b u s in e s s  d is t r ic t s  where it is convenient  for 
persons to obtain haircuts during working hours or while shopping. Barbers 
located  outside of the main shopping d is t r ic ts  re lied on being a c c e s s i b l e  
to neighborhood res idents  or people using autom obiles .
Wait ing and Service  Time
Wait ing and service  time was another reason  important for return 
patronage.  M ost  customers spent 34 minutes in the shops of responding 
barbers .  These  customers waited about 10-2  0 minutes before they rece iv ed  
a ha ircut .  When the wait ing period became too long,  customers became
r e s t l e s s .
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Two barbers ,  in order to reduce the waiting period,  worked by the 
appointment sy s te m .  By reducing the waiting period,  th ese  barbers fe l t  
they could in c re a se  the s iz e  of  their return cu s to m e rs .  All barbers provided 
magazines  and other reading mater ia ls to a s s i s t  the customer in pass in g  
time while wait ing.
Haircuts required varying lengths of t ime.  All barbers s tated it took 
1 5 -3 0  minutes to take care  o f  c u s to m e rs .  The amount of  serv ice  time r e ­
quired varied with the type of haircut purchased.  Three respondents s tated 
it was a dif f icult  task  for them to work fa s t  without reducing the quality of 
their work.  However,  working at a re la t iv e ly  slow pace  in crease d  the 
annoyance of  persons waiting to get a haircut .
Barbershop owners indicated that other secondary factors  a lso  in ­
f lu enced people to patronize particular sh o p s .  These  re ason s  of  secondary 
importance are a lso  l i s te d  in descending order in Table V.
In summary, a combination of  factors  was respon s ib le  for building 
an e s ta b l i s h e d  c l i e n t e le  in a barbershop.  Locat ion ,  quali ty  of work,  an 
att ract ive  person a l i ty ,  and good serv ice  are generally  n e c e s s a r y  to induce
customers to return.
CHAPTER VII
SUMMARY AND CONCLUSIONS 
Summary
All l i c e n s e d  North Dakota barbers must be members of the North 
Dakota Barbers A s s o c ia t io n ,  u n le ss  exempted by law .  The purpose o f  the 
A sso c ia t io n  is  strength in unity to el iminate  unfair and uneconomic trading 
p r a c t i c e s .
Every person wishing to pract ice  barbering in North Dakota must 
f i rst  be graduated from a school  of barbering approved by the State Board 
of Barber Exam iners .  He must be s ix te en  and o n e - h a l f  years  o f  age and 
have a grammar school  or an equivalent educat ion as  determined, by an 
examination conducted by the Board.
M ost  responding barbershops had low gross  r e c e i p t s .  Variety of 
s e rv ic e s  o f fered ,  s ize  of  shop,  location and price were important factors  
a f fec t ing  gross s a l e s .
Income of  barbershop employees compared favorably with the income 
of employees in other personal service  o c c u p a t io n s .  On the other hand, 
s ingle  proprietor barbershop owners ranked lo west  in earnings  as compared 
to a l l  s ingle  proprietor e s tab l ish m ents  without employees in all  other North 
Dakota personal  serv ice  o c c u p a t io n s .
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P r i c e s ,  shop hours ,  and wages were control led by three organizations 
—  the North Dakota Barbers A s s o c ia t io n ,  the State Board of  Barber Exam iners ,  
and the lo c a l  union, where one e x i s t e d .  Each organization had a s p e c ia l  role 
in the regulat ion of th ese  competitive f a c t o r s .
The State  Board of  Barber Examiners and the union control led p r i c e s .  
The principal difference  was that the union compelled its  members to abide 
by the w ishes  of the majority ,  whereas the Board did only upon re ce ip t  o f  a 
petit ion signed by 75 percent o f  the barbershop owners or managers in a given 
a r e a .
B arbers ,  as  members of the North Dakota Barbers A s s o c ia t io n ,  and 
the lo c a l  union controlled shop hours and w a g e s .  C lo s e r  cooperat ion was 
fa c i l i ta te d  through union membership.
Litt le advert is ing was done by responding ba rb e rs .  Toi le t  ar t i c les  
were not advert ised s ince  barbers assumed they could not s u c c e s s f u l l y  
compete with drug and variety  stores in the s a l e s  of th ese  products,  and 
b e c a u s e  they be l ieved  the demand for to i le tr ies  already e x is te d  as a resul t  
of  nat ional advert is ing by manufacturers of  th ese  products.
Inst i tut io nal advert is ing was employed to promote the s a l e s  of s e r ­
v ic e s  b e c a u s e  o n e - c h a i r  shop ow ners ,  const itut in g  a majority of  the barber­
shop ow ners ,  used their s ingle  vote majority power to e s t a b l i s h  advert is ing 
p ra c t i ce s  which promoted’the general  barbershop industry rather than a
part icular shop.
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M ost  responding barbers determined their advert is ing budgets on a 
h i t -a n d -m is s  b a s i s .  Several  used a definite plan for determining their a d ­
vert is ing  budgets .
Having an e s ta b l i s h e d  c l ie n t e le  was an important a s s e t  of  most 
barb e rs ,  as is  true o f  other p r o fe s s io n s .  Quali ty  of work was the factor  
considered most important for gaining return patronage.  Personal i ty  of bar­
bers was considered second in importance by resp on d ents .  Location and 
good serv ice  were a lso  considered important for retaining patronage.
C o n clu s ion s
The minimum educat io nal requirement to become a barber in North 
Dakota should be ra ise d  from a grammar school  to a high school  diploma.
A higher le v e l  of  education wil l  ra ise  the s tatus of  the barber industry and 
el iminate  many unwise management d e c is io n s  that otherwise  might be made.
The high gross re ce ip ts  of barbershop owners who sold a variety 
of  s e r v ic e s  ind ica tes  that barbers not se l l in g  th ese  s e r v ic e s  could profit 
by doing s o .  The se l l in g  of  hair coloring and hair styling wil l  probably be 
the most profitable areas  of  service  v ar ie ty .  The well -managed shop,  at 
an advantageous opportunity will  take the n e c e s s a r y  s teps  to include hair 
coloring and styling as  a regular serv ice  in the shop.
E s tab l ish in g  a three or four-chair  shop seemed to be more profitable 
than e s ta b l i s h in g  a one or tw o-ch air  shop.  P a s s e r s - b y ,  not seek ing  a 
part icular shop,  wil l  enter a large shop before they wil l  enter a small  shop 
as they ant ic ipate  a shorter waiting period in the former.  A lso ,  p a s s e r s - b y
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may fe e l  that a large shop will  offer  them more service  varie ty  than a small 
shop.  .
Locat ion of  barbershops in secondary shopping centers  seemed to 
be more profitable than lo cat ion in a r e a s ,  other than the central  b u s in e ss  
d i s t r i c t .  Apparently the large parking lots adjoining shopping centers  were 
a big att ract ion to cu s to m ers .
North Dakota barbers do not need a barber 's  union to exe cu te  the r e ­
quirements of  the trade in North D ak o ta .  The State Board of  Barber Exam­
iners has  been granted enough power by the s ta te  to implement the needs of 
i ts  members .  The advantages of  the right to p icket  and secure  c lo s e r  c o ­
operation are not su f f ic ient  to warrant the union's e x i s t e n c e .
As a resu l t  of  in tense  competition by drug and variety  s tores  in the 
s a l e s  o f  t o i l e t r i e s ,  advert is ing is  n e c e s s a r y  if  barbershop owners are to be 
s u c c e s s f u l  in the s a l e s  of  th ese  products .  D iscou nts  re ce iv e d  through the 
formation of a re ta i l  buying group could provide lower c o s t s  to barbers ,  
thereby le s s e n in g  the price advantage of drug and variety  s t o r e s .  Purchase 
of  fa ir - traded items by this method would resu l t  in higher markups,  thus 
making the s a l e s  o f  to i le t  a r t i c le s  more prof i tab le .
Single proprietor barbershop owners will  probably continue to use 
their s ingle  vote majority power to promote the general  barbershop industry 
rather than a part icular shop.  S in ce  this is  the c a s e ,  every effort should 
be made to use this type of  advert is ing to its  fu l le s t  advantage .  S t ress  
should be p laced on the barber as a pro fess io nal  h a i r s ty l i s t  rather than as
a haircutter attempting to p le a se  his cu s to m e rs .
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Owners should determine their advert is ing budgets through the use 
of a definite plan .  A h i t -a n d -m is s  method will  l ik e ly  be unproductive and 
yield  in e f fec t iv e  r e s u l t s .
In an effort to build an e s ta b l i s h e d  c l i e n t e l e ,  barbers must implement 
the major return patronage f a c t o r s .  A barbershop which is  d e f ic ient  in any 
of th ese  areas  wil l  l ik e ly  exper ience  d i f f icu l t ie s  in obtaining return patron­
age .
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"A DESCRIPTION AND ANALYSIS OF THE MARKETING PRACTICES 
OF SELECTED NORTH DAKOTA BARBERSHOPS"
1 .  "How many barbers are employed in your s h o p ? "  _________
2 .  "What days are your shop o p e n ? "  Monday______ Tuesday______ Wednesday
______ Thursday______ Friday______ Saturday______ Sunday______
3 .  "Who is in charge of your s h o p ? "  Owner______ Manager______ Other______
If " O t h e r , "  p le a s e  indicate  who:_________________________________________
Explanat ion ,  if needed:___________________________________________________
4 .  "How long have you (Has the owner) had a barbershop in this l o c a t i o n ? "
______ Years ______ Months
5 .  "Did you (the owner) start  this shop new, or did you (he) purchase it  from
someone e l s e ? "  Started it new______ Purchased it  from someone
e l s e ______
6 .  "There are various re a so n s  why people patronize one barbershop rather
than another .  Would you p le a se  give me the most important reason  
why your customers prefer your shop rather than a competitor 's  
s h o p . " ................................ "Are there any other r e a s o n s ? "
MOST IMPORTANT: _________________________________________ ______
O T H E R : _________________________________________________
O T H E R : _________________________________________________
7 .  What percent  o f  your b u s i n e s s ,  do you e s t im a t e ,  comes from repeat  






"Did your shop spend any money on advert is ing l a s t  y e a r ? "  ______ Yes  .
______ No
a .  If y e s ,  then ask :  What  was your advert is ing expenditure for l a s t
y e a r ? "  $__________  Don't  K n o w ________
b .  "Who is in charge of  your advert is ing b u d g e t? "  ______ Owner
______ Mgr.  ______ Other .  If " O t h e r , "  p le a se  indicate  who:_________
c .  "How do you (does the owner) f igure out how much to spend for 
advert is ing?  "
__________ % o f  past  s a l e s  __________ No particular plan used
__________ % o f  future s a le s  O ther.  If " O t h e r , "  p le ase
indicate
_________M atch your com­
petitors W hat :_________________
"Are you doing any advert is ing this  y e a r ? "  ______ Yes ______ No
D .  Know
"On an average day ,  what per c e n t  o f  the time does the personnel in this 
shop spend waiting for c u s t o m e r s ? "  ______ %  ______ Don't  Know
"Is  there anything s p e c ia l  about your shop that d is t ing u ishes  it from
other shops as an aid to in c re a se  s a l e s ? "  ______ Y e s _______ No
Don't  Know
a .  If y e s ,  then a sk :  "W hat  are th ese  dist inguishing c h a r a c t e r i s t i c s  ? "








13 .  "Do you own your display rack  and re ce iv e  a ll  the profits /O R  do
you own the display r a c k ,  and have someone e l s e  serv ice  the r a c k ,
and share the profits with h i m _________/  OR does someone e l s e  own
the display  rack  and share the profits with y o u _________/
14 .  "Do you be l ieve  it is  b e s t  for you to carry products in your disp lay  rack
that are sold only in barbersho ps ,  or products that can  also  be bought 
in other s tores  ? "
_______ Products sold only in barbershops ________ Don't  Know
_______ Products a lso  bought in other stores
1 5 .  "Why do you say  t h i s ? "  ______________________________________________________
15 .  "Do you belong to a u n i o n ? " ______ Yes.  ______ No
17.  "Why do you (don't you) belong to a u n io n ? "  ___
18.  "Who s e ts  the pr ices  on your w o rk ? "  ______________________________________
19.  "Do you have a given day or days which are more busy  than o t h e r s ? "
______ Yes ______ No ______ Don't  Know
a .  If y e s ,  "W hich  days are t h e y ? "  __________  ___________  _____________
2 0 .  "How much wait ing time does the average customer spend in your s h o p ? "
__________ Min .
2 1 .  "How much serv ice  time does the average customer spend in your s h o p ? "
_________Min .
2 2 .  "What es t im ated per cent  of your customers purchase more work than ju st
a h a i r c u t ? "  __________ % __________ Don't  Know
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2 3 .  " I  wil l  read a l i s t  of  duties that barbers or other people perform in bar­
b e rsh o p s .  As I mention them, would you p le ase  te l l  me the per cent
of  your customers who purchase e a c h  o n e . " ........................ "Are there any




f a . m assage  : %
Manicure




How are you and your employees p a i d ? "
A. Yourself  1. Owner :
2 .  Manager
B. Employees
1.  Salary
2 .  Commission
3 .  Salary & Comm. :
4 .  Rent the chair  :
5 .  Other
2 5 .  "What are the major e x p e n s e s  in operating your shop,  such as  rent ,
u t i l i t i e s ,  e t c ..................... Are there any o t h e r s ? "
1 .  ____________ _ _________ _ _  4 .  ___
2 .  _____________________________  5 . _________________
3 .  ____________________________ _ 6 . _________________
"About how long has e a ch  employee worked h e r e ? "
1.  2 .  ________  3 . _______________  4 .
2 6 .
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2 7 .  “Have other employees le f t  your shop in the la s t  two y e a r s ? "  ______ Yes
______ No
a .  "How long was e a ch  employee with your shop before he l e f t ? "
1.  Y r s . M o s . 4 .  Y rs . M o s .
2 .  Y r s . M o s . 5 .  Y rs . M o s .
3 .  Y rs . M o s . 6 .  Y rs . M o s .
2 8 . "In which o f  the following ranges 
la s t  y e a r?  "
would the s a l e s  o f  this shop be for
$ 0 , 0 0 0  -  5 , 9 9 9 5 1 , 0 0 0  -  5 5 , 9 9 9
6 , 0 0 0  -  1 0 , 9 9 9 5 6 , 0 0 0  -  6 0 , 9 9 9
1 1 , 0 0 0  -  1 5 , 9 9 9 6 1 , 0 0 0  -  6 5 , 9 9 9
1 6 , 0 0 0  -  2 0 , 9 9 9 6 6 , 0 0 0  -  7 0 , 9 9 9
2 1 , 0 0 0  -  2 5 , 9 9 9 7 1 , 0 0 0  -  7 5 , 9 9 9
2 6 , 0 0 0  -  3 0 , 9 9 9 7 6 , 0 0 0  -  8 0 , 9 9 9
3 1 , 0 0 0  -  3 5 , 9 9 9 8 1 , 0 0 0  -  8 5 , 9 9 9
3 6 , 0 0 0  -  4 0 , 9 9 9 8 6 , 0 0 0  -  9 0 , 9 9 9
4 1 , 0 0 0  -  4 5 , 9 9 9 9 1 , 0 0 0  -  9 5 , 9 9 9
4 6 , 0 0 0  -  5 0 , 9 9 9 9 6 , 0 0 0  -  AND UP
DO NOT ASK ANY QUESTIONS BELOW THIS LINE, FILL THEM IN YOURSELF.
2 9 . Location of  Shop: Downtown Neighborhood String Street
Secondary Shopping Center  M is c e l la n e o u s
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